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With the development of china’s opening and reform policy, Chinese real estate 
industry is on its way to marketing, especially when it comes to the housing projects 
as the subset. The era of commodity real estate is regarded as the very beginning of 
Chinese real estate industry. As one of the most economically compelling industry, 
real estate industry is always regarded as our pillar industry, which is the basis for 
many other industries. Although it is still at its youth with about 20 years of 
development, it’s now getting on an appearance of prosperity and making great 
contribution to our national economy. Besides, the housing real estate is also of great 
social significance. The development of housing real estate is now a hot issue. 
 The marketing strategy is decisive to the development of an enterprise. A 
successful marketing strategy will upgrade the housing real estate project to excel its 
competitors in the piercing competitive market. This research analyses the micro and 
macro environment for Shandong Xinlong Company in a systematic approach and 
deduced its marketing strategies. To test the implementation of the strategies, case 
study is made use of here to be of practical value to some similar projects. 
The research background, research significance and research approach are 
discussed as the very first chapter in this article, which paves the way for the 
following ones. The second chapter is a detailed literature review, which provides 
specific academic references and methodology. The following three chapters are the 
core of the whole research. Given the scan of the macro and micro environment 
exploration, we put forward some marketing strategies including the branding, 
intergration and differntiation. In order to be more practice-oriented, a case study is 
performed in Chapter five. A markeing mix is implemented and an ensurance system 
is constructed to safegard the efficiency and effectiveness of the implementation of 
the marketing strategy. Chapter six, as a conclusion, sums up some valuable 
suggestion as to the marketing strategy for the housing real estate.  
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第一章  导论 
1.1  研究背景和研究意义 
1.1.1  研究背景 
1.1.1.1  政策背景 
伴随着改革开放的浪潮，中国的房地产业也逐步走向市场，特别是在住宅类
房地产方面，福利分房的终结，商品房时代的来临，都宣告了中国的房地产业已

































































                                                                 



































































































第二章  相关理论回顾与借鉴 
2.1  战略管理理论 
2.1.1 战略管理基本理论 
从企业战略理论的实践和演变历程来看，战略理论始于 20 世纪 30 年代，形
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